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Level Master
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Student Contact 2 SWS
Hours
Workload 90 hours, 30 hours within class and 60 hours for self-study
Prerequisites Basic knowledge in marketing, consumer behaviour, and branding
Time See Isf
Room See Isf
Start Date 8 October 2025
Lecturer(s) Name Fernando Fastoso, Prof. Dr.

Office W2.4.01

Virtual Office  Online Office Fernando Fastoso

Office Hours  See Isf

Phone (07231) 28-6188

Email fernando.fastoso@hs-pforzheim.de

Summary

This course provides students with a comprehensive understanding of the concepts and prin-
ciples of multicultural marketing and branding. The course starts with an introduction to mar-
keting and branding and swiftly proceeds to delve into the principles ruling marketing at the
cross-border level. From day one, students work in groups to address a real-life multi-cultural
marketing task, the final assessment task. The task is focused on the students establishing
how a company should enter a foreign market and adapt its advertising to suit local culture,
local targets and market characteristics. Feedback will be provided on group presentations to
help students improve their work looking towards the final assessment.


https://app.alfaview.com/#/join/alfaview-wur/cfc874ec-4e66-46f2-bdda-e9ef0d24c5bb/94bd7ce9-11c5-4073-ba63-00b0da9414c7
tel:(07231)%2028-6188
mailto:fernando.fastoso@hs-pforzheim.de
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Learning Objectives

By the end of the module, participants will have developed their ability to ...

e make theory-based marketing decisions in the context of international/global company op-
erations

o critically assess the impact of cross-border operations on the multicultural marketing mix,
in respect of — but not limited to — the impact of cultural differences

¢ critically evaluate the impact of cross-border operations on the branding policies of a com-
pany in regard to, for example, the use of brand origin strategies as a way to build brand
equity as well as brand globalness/localness strategies

e critically assess how the emergence of global consumer segments (e.g., global/local con-
sumers) impact on multicultural branding policy decisions

o present and justify multicultural marketing strategy decisions in front of an audience

o work both independently and in teams, set goals, and complete multicultural marketing
tasks within deadlines

e produce logical and structured, theory-grounded multicultural marketing arguments sup-
ported by relevant high-quality sources of information

Main topics covered in the module

e Forces shaping multicultural marketing strategy and the special role that culture plays
among those
o Entry strategies into foreign markets
o Adaptation and standardisation of the global marketing mix
e Topical issues in global branding:
o Perceived brand origin and perceived brand globalness
o Global consumer segments based on consumer’s psychological dispositions
o Luxury branding
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Course Intended Learning Outcomes and their Contribution to Program Intended
Learning Outcomes / Program Goals

Program Intended Learning Outcomes

Course Intended Learning Outcomes

Assessment Method

After completion of the program the students | After completion of the course the students will be | Presentation Coursework
will be able... able... 30% 70%
Collective Collective
2 Creative Problem Solving Skills in a Complex Business Environment
2.1 ... toidentify & classify problems. ... to identify & classify multicultural marketing X X
problems.
2.2  ...toanalyze problems. ... to analyze multicultural marketing problems. X X
2.3 ... tocreatively solve problems. ... to creatively solve multicultural marketing prob- X X
lems.
2.4 ... to explain problems and their solutions in | ... to explain multicultural marketing problems and X X
a comprehensive manner. their solutions in a comprehensive manner.
3 Applied research skills
3.2 ... to appropriately apply the research and | ... to appropriately apply the research and analy- X X
analysis methods. sis methods in the context of multicultural market-
ing.
5 Management of the challenges of global sustainability and awareness for social and cor-
porate responsibilities
5.1 ... to have a sound basic knowledge of sus- | ... to have a sound basic knowledge of sustaina- X X
tainability issues. bility issues in the context of multicultural market-
ing.
5.2 ... to identify and analyze sustainability is- | ... toidentify and analyze sustainability issues and X X
sues and their causes. their causes in the context of multicultural market-
ing.




Business School
Fakultat fir Wirtschaft und Recht

Hochschule Pforzheim

Delivery format
The delivery of the module consists of two main elements:

(1) Interactive lectures with class discussion: Theoretical, lecture-style, sessions intro-
ducing topics within multicultural marketing. In preparation for each session, students
are expected to do the recommended readings (see table below).

(2) Work in practical sessions researching and developing a multicultural marketing
strategy: In the practical sessions, students work — and receive feedback — on different
components of their final presentation. Components are worked on sequentially to
eventually form a comprehensive multicultural marketing strategy. That strategy forms
the backbone of the final presentation and report.

Attendance to sessions as well as presentations of your fellow students is mandatory. Prepa-
ration and active participation are expected for the benefit of all students.

Assessment and marking

Student performance on this course is assessed through a practical, real-life multicultural
group marketing task. The overall mark for this is composed of the following two elements:

(1) an oral group presentation on the task, participation within class and the discussions
after the presentations (30%),

(2) a group report building on the presentation and on the specific recommendations re-
ceived on the presentation (70%).

Specific guidance on the task will be provided in class.
Assessment criteria for both elements are as follows:

« Evidenced understanding of theoretical concepts (1/3 of the marks)

* Analytical skills as reflected in the gathering and analysis of information on the brand
and the foreign market (1/3 of the marks)

+ Justification of the brand strategic recommendations (1/3 of the marks)

Main readings (available as e-book from the library):

1. Hollensen, Svend, “Global Marketing”, Prentice Hall (Pearson Education), Harlow, UK.
— in the most recent issue available at the library

2. Keegan, W. J. and M. C. Green, Global Marketing, Prentice Hall (Pearson Education),
Harlow, UK. — in the most recent issue available at the library
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Preliminary schedule (please check moodle for adjustments)

Session

Topics covered

Mandatory text-
book for prepara-
tion:

(textbooks listed
above)

Additional readings

Session
1

Introduction to Multi-
Marketing

cultural
and Branding
Assessment brief

Read chapters in
either textbook on
a) an introduction
to multi-cultural
marketing,

b) the international
environment

Kelly, N. (2015). The Most Common Mistakes Com-
panies Make with Global Marketing. Harvard Busi-
ness Review, https://hbr.org/2015/09/the-most-
common-mistakes-companies-make-with-global-
marketing

Quackenbos, D., Ettenson, R., Roth, M. S. and
Auh, S. (2016). Does Your Company Have What It
Takes to Go Global? Harvard Business Review,
https://hbr.org/2016/04/does-your-company-have-
what-it-takes-to-go-global

Session

Market Entry Strate-

Read chapters in

Yoder, S., Visich, J. K. and Rustambekov, E.

Global Branding

e perceived
brand origin
and per-
ceived
brand glob-
alness

e global con-
sumer seg-
ments

Seminar exercise
Group presentations
and feedback ses-
sions

a) standard-
ising vs.
adapting
the global
marketing
mix

b) global
branding

c) global
consumer
segments
(cosmo-
politan,
xenocen-
tric, ethno-
centric
consum-

ers)

2 gies either textbook on (2016). Lessons learned from international
Seminar exercise market entry strat- expansion failures and successes. Business
Group presentations||egies Horizons, 59 (2), 233-243.
and feedback ses-
sions
Session ||Global marketing mix||Read chapters on Fastoso F., Gonzalez-Jimenez H. (2020).
3 | Materialism, cosmopolitanism, and emotional brand

attachment: The roles of self-congruity and
perceived brand globalness. Journal of Business
Research.

Liu, H., Schoefer, K., Fastoso, F., Tzemou, E.
(2020). Perceived Brand Globalness/Localness: A
Systematic Review of the Literature and Directions
for Further Research. Journal of International
Marketing. doi:10.1177/1069031X20973184.
Neugut, L. (2024). Understanding Global Branding:
What it means for your business.

Harvard Business Review,
https://online.hbs.edu/blog/post/global-branding



https://hbr.org/2015/09/the-most-common-mistakes-companies-make-with-global-marketing
https://hbr.org/2015/09/the-most-common-mistakes-companies-make-with-global-marketing
https://hbr.org/2015/09/the-most-common-mistakes-companies-make-with-global-marketing
https://hbr.org/2016/04/does-your-company-have-what-it-takes-to-go-global
https://hbr.org/2016/04/does-your-company-have-what-it-takes-to-go-global
https://online.hbs.edu/blog/post/global-branding
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Session 4 ||Global  Marketing e Forman, H. and J. M. Hunt (2005), "Managing the
Mix Il influence of internal and external determinants on
e COO effect international industrial pricing strategies," Industrial
e Global Pric- Marketing Management, 34 (2), 133-146.
ing

Seminar exercise
Group presenta-
tions and feedback

sessions
Session 5 ||Culture and Global e Kirkman, B., Taras, V. and Steel, P. (2016). Research:
Advertising The Biggest Culture Gaps Are Within Countries, Not

Between Them. Harvard Business Review,
https://hbr.org/2016/05/research-the-biggest-culture-
gaps-are-within-countries-not-between-them

e De Mooij, M. (2021). Global marketing and
advertising: Understanding cultural paradoxes.

Seminar exercise
Group presenta-
tions and feedback

sessions London: Sage. (available via googlescholar)
Session 6 |[Luxury Branding e Bartikowski, B., Fastoso, F. J. & Gierl, H. (2019). Lux-
ury Cars Made-in-China: Consequences for Brand Po-
Seminar exercise sitioning. Journal of Business Research.

Group  presenta- https://doi.org/10.1016/j.jbusres.2019.01.072

tions and feedback
sessions

Session 7 ||[Final Presentations||All presentation
and Feedback Ses-|slides to be
sions emailed to fer-
nando.fas-
toso@hs-
pforzheim.de
by 5.12.

Deadline ||Submission of final||All reports to be
to be dis-||reports emailed to fer-
closed in nando.fas-
class toso@hs-
pforzheim.de

Availability of the lecturer and teaching philosophy:

Prof. Dr. Fernando Fastoso

Office: W2.4.01

Office hours: Flexible, by email appointment
Email: fernando.fastoso@hs-pforzheim.de

My teaching philosophy for this course focuses on a) autonomous learning and student preparation
for classes coupled with b) learning by knowledge application in class and c) working on the feedback
received to improve one’s level of knowledge.
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